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Instagram merupakan salah satu media sosial yang sedang 
marak digunakan sebagai sarana jual beli dan media untuk 
promosi. Proses bisnis yang terjadi dalam Instagram melahirkan 
banyak produk fashion online shop menggunakan media sosial 
Instagram dan endorsement. Produk fashion online shop banyak 
melalukan endorsement terhadap selebgram Chelsea Olivia 
sebagai sarana promosi.  
Tujuan dalam penelitian ini adalah untuk mengkaji dan 
menganalisis pengaruh attractiveness, expertise, 
trustworthiness selebgram Chelsea Olivia terhadap purchase 
intention melalui attitutde toward advertising pada produk 
fashion online shop Instagram di Surabaya. 
Alat yang digunakan untuk pengumpulan data adalah 
menggunakan metode survei yang dilakukan dengan 
menyebarkan kuesioner. Peneliti akan membagikan kuesioner 
secara langsung kepada masyarakat di Surabaya sebanyak 105 
responden dengan teknik purposive sampling. Teknik analisis 
data yang digunakan dalam penelitian ini adalah SEM. 
Hasil penelitian menunjukkan bahwa attractiveness, 
expertise dan trustworthiness berpengaruh signifikan terhadap 
attitude toward advertising.  Attractiveness dan trustworthiness 
berpengaruh signifikan terhadap purchase intention, kecuali 
expertise yang tidak berpengaruh signifikan terhadap purchase 
intention. Attitude toward advertising hanya berpengaruh 
signifikan dalam memediasi attactiveness dan trustworthiness 
terhadap purchase intention, sedangkan dalam variabel 
expertise tidak berpengaruh signifikan. 
 
Kata Kunci: attractiveness, expertise, trustworthiness, attitude 






Instagram is one of the social media that is being used 
as a means of buying and selling media for promotion. Business 
processes that occur in Instagram spawned a lot of fashion 
products online shop using social media Instagram and 
endorsement. Online fashion products shop many endorsement 
through Chelsea Olivia as a means of promotion. 
The purpose of this research is to study and analyze the 
influence of attractiveness, expertise, trustworthiness of Chelsea 
Olivia's program to purchase intention through attitutde toward 
advertising at Instagram fashion shop online in Surabaya. 
The tool used for data collection is using survey methods 
conducted by distributing questionnaires. Researchers will 
distribute questionnaires directly to the community in Surabaya 
as many as 105 respondents with purposive sampling technique. 
Data analysis technique used in this research is SEM. 
The results showed that attractiveness, expertise and 
trustworthiness have a significant effect on attitude toward 
advertising. Attractiveness and trustworthiness have significant 
effect on purchase intention, except expertise which has no 
significant effect on purchase intention. Attitude toward 
advertising only has a significant effect in mediating 
attactiveness and trustworthiness to purchase intention, 
whereas in expertise variable does not have a significant effect. 
Keyword: attractiveness, expertise, trustworthiness, attitude 
toward advertising, purchase   intention. 
